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HIGHLIGHTS 

This  is  a  preliminary  report  summarizing  the  findings  of  a  study  on  marketing 
Virginia  white  potatoes.   Farmer  Cooperative  Service,  in  cooperation  with  the 
Virginia  Department  of  Agriculture  and  Immigration,  conducted  the  study  to 
provide  growers  and  shippers  with  information  on  chainstore,  chipper,  and 
itinerant  potato  buyers'  preferences  and  practices.   Major  developments  in 
the  potato  industry  also  are  discussed. 

This  preliminary  report  is  being  issued  so  that  growers  and  shippers  may 
consider  the  data  gathered  and  suggestions  offered  before  the  start  of  the 
1964  marketing  season.   A  more  detailed  report  is  in  preparation  and  will  be 
available  for  general  distribution  later. 

Several  broad  developments  in  the  potato  industry  have  had  an  important 
bearing  upon  the  Virginia  industry's  marketing  program.   These  developments 
include  the  shifts  and  concentration  of  potato  production  onto  fewer  but 
larger  farms  in  more  specialized  areas,  increasing  competition  for  the 
shrinking  number  of  market  outlets,  and  a  general  tendency  of  the  industry 
to  produce  supplies  in  excess  of  demand. 

These  factors  are  broad  in  scope  and  individual  growers  or  shippers  have 
little  control  over  them.   But,  by  recognizing  the  changes  taking  place  and 
adjusting  their  marketing  practices  accordingly,  Virginia  growers  and  shippers 
can  strengthen  their  competitive  market  position. 

Highlights  of  our  findings  with  respect  to  buyers'  preferences  follow. 

*  Chainstore,  chipper  and  itinerant  potato  buyers  had  varied  preferences 
for  size  and  variety,  for  shipping-point  services  of  washing  and  pre- 
cooling;  and  for  container  size  and  type.   Most  buyers  preferred  round 
white  potatoes  of  U.S.  No.  I  grade. 

*  While  there  were  variations  in  opinions,  the  majority  of  the  buyers  con- 
tacted regarded  the  Virginia  industry  as  equal  to  other  supply  areas  on 
meeting  commitments  specified  by  buyers,  reputation  for  quality,  adequacy 
of  supply,  and  several  other  related  factors.   Buyers  rated  Virginia 
lowest  on  varieties  available,  sizing,  and  grading  practices. 

*  About  two-thirds  of  the  chainstore  buyers  procured  all  or  the  bulk  of 
their  potatoes  from  Virginia  and  from  other  supply  sources  at  the  shipping 
point.   Chippers  and  itinerants  relied  exclusively  upon  shipping-point 
suppliers . 

*  Thirty-four  of  the  37  buyers  interviewed  offered  suggestions  for  Virginia 
growers  and  shippers  to  improve  their  industry  program.   These  are  sum- 
marized as  follows: 

1.  Produce  potatoes  that  have  better  chipping  qualities  and  let  potatoes 
reach  more  maturity  before  harvesting; 

2.  Be  more  strict  with  grading  and  sizing  and  perform  more  washing  and 
precooling;  and 

3.  Take  steps  to  stabilize  prices,  coordinate  harvesting  with  orders,  do 
more  promotional  work,  and  curtail  selling  of  poor  quality  potatoes, 
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BUYER  PREFERENCES  FOR  VIRGINIA  POTATOES 


by  Harold  K.  Jolley  and 
Frank  W.  Bell  1/ 


Important  developments  have  taken  place  in  producing  and  marketing  potatoes 
in  the  past  two  decades.   Production  has  continually  shifted  away  from  low 
yielding  areas  not  favorably  suited  for  large-scale  producing  units  into 
more  highly  specialized  areas. 

At  the  same  time,  retail  stores  have  decreased  rapidly  in  number  but  increased 
significantly  in  size.  Many  of  these  large  stores  are  organized  into  corpor- 
ate, cooperative,  and  voluntary  chains  for  merchandising  and  procurement  pur- 
poses. Developments  such  as  these  have  intensified  competition  among  growers 
for  the  shrinking  number  of  market  outlets  and  potato  growers  in  Virginia  and 
many  other  areas  are  finding  it  increasingly  difficult  to  satisfactorily  m,eet 
large-scale  buyers'  requirements. 

Confronted  with  this  situation,  representatives  of  the  Virginia  potato  indus- 
try requested  Farmer  Cooperative  Service  to  study  buyer  preferences  and 
practices  in  order  to  help  growers  and  shippers  develop  a  more  effective 
marketing  program.  _2/   The  study  was  made  in  cooperation  with  the  Virginia 
Department  of  Agriculture  and  Immigration. 

This  preliminary  report  highlights  only  the  major  findings  in  the  study.   It 
is  published  in  this  form  so  as  to  be  available  prior  to  the  start  of  the 
1964  marketing  season  and  thus  help  Virginia  producers  plan  their  operations 
more  effectively.   It  will  be  supplemented  by  a  more  detailed  publication 
which  is  in  preparation  and  will  be  available  for  general  distribution. 

BACKGROUND 

Virginia  potato  industry  members  are  showing  an  increasing  concern  over  their 
undesirable  marketing  situation.   The  following  two  broad  factors  contribute 
significantly  to  the  problem. 

The  first  factor  is  the  impact  of  changes  taking  place  in  the  potato  industry. 
Increasing  competition  from  growers  in  more  distant  producing  areas  and  the 
fluctuating  and  frequently  low  level  of  growers'  prices  and  incomes  are  having 
a  strong  impact  on  the  Virginia  industry. 


_1/  Harold  K,  Jolley  is  an  Agricultural  Economist  in  Fruit  and  Vegetable 
Branch,  Marketing  Division,  Farmer  Cooperative  Service.   Frank  W.  Bell  is  a 
Marketing  Agent  with  the  Virginia  Department  of  Agriculture  and  Immigration. 

11     The  term  "Virginia  potato  industry"  frequently  used  throughout  this 
report  refers  to  Virginia  potato  growers  and  shippers  or  other  persons  within 
Virginia  who  are  engaged  in  the  production,  preparation  or  m.arketing  of 
potatoes  . 


A  comparison  of  carlot  unloads  of  potatoes  in  the  New  York,  Philadelphia, 
Baltimore,  and  Washington  markets  during  July  1958-1962  identifies  Virginia's 
principal  competitors.   During  July,  the  month  of  heaviest  movement  of  pota- 
toes from  Virginia,  42  percent  of  the  carlot  unloads  at  these  four  markets 
came  from  Virginia  and  24  percent  from  California.   Most  of  the  remaining 
carlot  unloads  were  from  North  Carolina,  Delaware,  and  New  Jersey, 

The  fluctuating  and  frequently  low  level  of  growers'  prices  and  incomes 
results  primarily  from  variations  in  yearly  production  and  from  the  tendency 
of  the  industry  to  produce  supplies  exceeding  demand.   Excess  potato  supplies 
exert  a  depressing  influence  upon  retail  prices.   Because  marketing  and  dis- 
tribution costs  change  little  in  the  short  run,  the  depressed  retail  prices 
are  reflected  back  to  the  producer. 

Prices  received  by  Virginia  producers  from  1940-1959  averaged  slightly  higher 
than  those  received  by  growers  in  the  four  major  competing  States  and  con- 
siderably above  the  U.S.  average.   Since  1959,  however,  Virginia  growers' 
prices  have  averaged  about  $0.10  per  hundredweight  below  prices  received  by 
growers  in  major  competitive  States.   With  production  averaging  around 
4  million  hundredweight,  this  means  that  Virginia  growers  received  about 
$400,000  less  than  growers  in  competitive  States  received  for  an  equal  Arolume 
of  potatoes. 

The  second  factor  contributing  to  the  unfavorable  marketing  situation  in 
Virginia,  especially  on  the  Eastern  Shore,  is  a  lack  of  organized  marketing 
at  the  grower  and  shipper  level.   It  is  fairly  common  for  a  grower  to  indi- 
vidually sell  all  or  a  part  of  his  potato  crop  and  often  that  of  a  neighbor. 
While  this  practice  has  been  followed  'for  sometime,  it  gained  momentum 
immediately  after  World  War  II.   Improvements  in  transportation,  along  with 
growth  in  size  of  production  units,  accelerated  local  marketing.   Many 
Virginia  growers  and  shippers  believe  this  type  of  decentralized  marketing 
frequently  results  in  unstable  and  inequitable  prices  at  both  the  shipping 
point  and  terminal  market. 

METHOD  OF  STUDY 

Information  on  preferences  and  practices  of  buyers  was  obtained  by  personal 
interview.   Thirty-seven  buyers,  representing  9  chippers ,  9  itinerants  and 
19  chainstore  organizations,  were  interviewed.   Six  of  the  chainstore  buyers 
were  in  New  York,  5  in  Philadelphia,  3  in  Baltimore,  and  5  in  Washington, 
These  buyers  represented  retail  stores  ranging  in  size  from  among  the  largest 
national  chains  to  smaller  regional  or  local  chains.   We  classified  informa- 
tion obtained  by  type  of  buyer  to  show  specifically  differences  in  their 
preferences  and  practices. 

Throughout  this  report  we  refer  to  three  types  of  chainstore  buyers: 

(1)  corporate  chain  buyers  --  representatives  c£  corporate  chain  retailing 
organizations  which  operate  under  centralized  management  and  control; 

(2)  cooperative  chain  buyers  --  representatives  of  wholesaler  operations 
owned  by  member  retailers;  and  (3)  voluntary  chain  buyers  --  representatives 
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of  retailers  who  operate  under  a  coiranon  name  and  who  belong  to  voluntary- 
merchandising  groups  sponsored  by  independent  wholesalers.   Two  wholesalers, 
included  in  the  voluntary  chain  category,  actually  purchased  potatoes  for 
corporate  chains  as  well  as  associated  independent  retailers, 

TRENDS  IN  THE  POTATO  INDUSTRY 

This  section  is  a  brief  review  of  major  changes  and  trends  in  production, 
utilization,  and  marketing  of  potatoes.   This  is  intended  to  provide  a 
better  understanding  of  the  industry  situation  and  of  factors  influencing 
the  competitive  status  of  the  Virginia  industry. 

Production 


Production  of  white  potatoes,  commonly  referred  to  as  Irish  potatoes,  has 
undergone  many  changes  in  the  past  two  decades.   Since  World  War  II,  chemicals, 
potato  varieties,  machinery,  and  equipment  have  improved  and  developed  rapidly. 
These  along  with  other  scientific  and  technologic  advancements  have  helped 
growers  increase  potato  yields.   At  the  same  time  there  has  been  a  reduction 
in  acreage  and  a  shift  to  fewer  but  larger  farms  in  more  specialized  growing 
areas . 

Trends  in  Acreage,  Yield,  and  Production 

The  acreage  of  potatoes  harvested  in  the  United  States  has  declined  almost 
steadily  since  1940--from  an  average  of  2,8  million  acres  to  around  1.4  mil- 
lion for  the  past  few  years.   But  this  has  been  offset  by  an  increase  in 
yields  from  around  80  hundredweight  per  acre  in  the  early  forties  to  about 
190  hundredweight  for  the  1958-62  period.   Total  volume  of  potatoes  produced 
increased  irregularly  from  230  million  hundredweight  in  the  early  forties  to 
about  280  million  for  1958-62. 

In  Virginia,  the  production  pattern  has  followed  that  of  the  United  States. 
Total  acreage  harvested  declined  almost  60  percent--from  an  average  of  74,000 
acres  in  1940-44  to  around  30,000  for  the  1958-62  period.   Yield  per  acre  in 
Virginia,  while  lower  than  the  average  for  the  United  States,  increased  from 
around  66  hundredweight  in  1940-44  to  about  130  hundredweight  for  1958-62. 
Production  decreased  from  around  5  million  hundredweight  to  about  4  million 
hundredweight  during  the  20-year  period.   Yet  Virginia  production  still 
represents  on  the  average  about  27  percent  of  the  annual  early-summer  potato 
crop.   Early-summer  potatoes  account  for  about  6  percent  of  the  total  potato 
crop.  ■ 

Concentration  of  Production  into  Specialized  Areas 

The  trend  toward  reduced  acreage  and  increased  yields  has  been  accompanied 
by  shifts  of  productive  acreage  to  more  specialized  growing  areas.   In  1940, 
for  example,  the  western  States  accounted  for  14  percent  of  the  total  acreage 
harvested  in  the  United  States  and  produced  24  percent  of  the  total  crop.   By 
1960,  these  States  had  almost  24  percent  of  the  acreage  harvested  and  produced 
36  percent  of  the  crop.   Both  the  proportion  of  the  acreage  harvested  and 


production  declined  considerably  in  all  other  regions  except  the  North 
Atlantic  States.  The  relative  importance  of  the  North  Atlantic  States 
changed  little  between  1940  and  1960. 

In  1940,  the  10  leading  producing  States  accounted  for  56  percent  of  the 
harvested  acreage  and  61  percent  of  production.   In  1960,  the  10  leading 
producing  States  accounted  for  69  percent  of  the  acreage  harvested  and  75 
percent  of  the  crop.   Harvested  acreage  increased  only  in  California  and 
Idaho.   It  remained  about  the  same  or  decreased  considerably  in  the  other 
major  producing  States. 

Increasing  Size  of  Enterprise 

Concentration  of  production  is  further  illustrated  by  the  increasing  propor- 
tion of  the  potato  crop  produced  on  fewer  but  larger  farms. 

From  1949-1959,  the  number  of  farms  producing  potatoes  declined  from  1.6 
million  to  685  thousand.   Only  the  size  group  having  50  or  ro.ore  acres 
increased  during  the  10-year  period.   This  group  increased  from  5,100  farms 
in  1949  to  6,500  in  1959. 

The  movement  of  production  onto  fewer  but  larger  farms  in  Virginia  follows 
that  of  the  United  States.   The  number  of  farms  with  less  than'  50  acres 
decreased  from  84,361  in  1949  to  47,052  in  1959,  while  farms  with  50  or  more 
acres  increased  from  84  to  138.   Most  of  these  larger  farms  were  in  North- 
ampton and  Accomack  counties,  which, together ,  account  for  about  90  percent 
of  Virginia  production. 

Utilization  and  Consumption 

A  decrease  in  the  proportion  of  the  total  crop  used  on  farms  and  an  Increase 
in  the  quantity  sold  for  processing  are  perhaps  the  two  most  noticeable 
trends  in  the  utilization  of  potatoes. 

Potatoes  utilized  on  farms  for  seed  and  household  uses  amounted  to  approxi- 
mately 23  percent  of  the  1940  crop  as  compared  to  about  5  percent  of  recent 
crops.   This  reflects  the  trends  toward  concentration  of  production  into 
specialized  areas,  larger  producing  units,  and  a  decline  in  the  number  of 
farms  producing  potatoes,  particularly  those  growing  them  only  for  home  use. 

With  producers  utilizing  less  of  their  crops  for  seed  and  household  uses, 
a  greater  proportion  is  available  for  sale.   For  example,  the  proportion  of 
the  total  crop  sold  increased  from  67  percent  in  1940  to  around  88  percent 
in  1958-1962.   The  major  portion  of  the  quantity  sold  from  farms  is  utilized 
for  food  in  the  fresh  form.   In  1940,  it  was  estimated  that  98  percent  of 
the  potatoes  utilized  for  food  were  in  the  fresh  form.   By  1958,  processed 
potatoes  accounted  for  34  million  hundredweight  or  19  percent  of  the  crop 
sold  for  food  use.   Five  years  later,  in  1962,  the  volume  processed  amounted 
to  about  54.5  million  hundredweight  or  26  percent  of  the  total  quantity 
utilized  for  food. 
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Of  the  volume  processed  into  food  products  in  1962,  44  percent  were  chips 
and  shoestrings;  29  percent,  frozen  french  fries;  17  percent,  dehydrated; 
and  10  percent,  canned  and  other  frozen  products.   Since  1958,  frozen  and 
dehydrated  potatoes  have  made  the  most  significant  gains. 

Per  Capita  Consumption 

Introduction  of  new  potato  products  on  a  fairly  large  scale  has  been  impor- 
tant in  halting  the  decline  in  potato  consumption.   Per  capita  consumption 
of  potatoes  in  the  United  States  declined  irregularly  from  around  198  pounds 
in  the  early  part  of  this  century  to  106  pounds  in  1950,   Since  1950  it  has 
remained  fairly  stable. 

Reasons  advanced  for  the  decline  in  per  capita  consumption  include  a  decrease 
in  the  proportion  of  the  working  force  doing  heavy  manual  labor,  shorter  work- 
week, people  becoming  more  diet-conscious,  and  more  people  shifting  to  a 
wider  variety  of  foods. 

Similarly,  many  explanations  are  advanced  as  to  why  the  decline  in  per  capita 

consumption  of  potatoes  has  halted.   These  include  the  development  of  a  num_- 

ber  of  new  processed  potato  products,  and  improvements  in  quality,  type  of 
packages,  promotion  and  advertising. 

The  moderate  variations  in  per  capita  consumption  in  recent  years  indicate 
that  consumers  tend  to  purchase  only  a  given  quantity  of  potatoes,  irrespec- 
tive of  price  changes  at  the  retail  level.   In  a  situation  of  this  type  when 
an  appreciably  large  change  in  price  causes  a  relatively  small  change  in 
quantity  purchased,  the  demand  is  considered  "inelastic." 

With  such  an  inelastic  demand,  a  quantity  appreciably  over  that  normally 
marketed  may  be  moved  through  retail  channels  only  at  severely  reduced  prices, 
Conversely,  the  movement  of  smaller  quantity  than  normally  marketed  results 
in  a  proportionally  greater  price  change.   This  means  that  a  10  percent  change 
in  the  retail  price  would  not  reflect  a  10  percent  change  in  the  total  quan- 
tity purchased.   In  recent  years,  economists  have  observed  that  a  5  percent 
change  in  retail  price  resulted  in  about  a  1  percent  change  in  quantity  con- 
sumed. 

The  relatively  stable  per  capita  consumption  of  potatoes  in  recent  years 
indicates  that  any  substantial  increase  in  the  total  quantity  used  for  food 
probably  will  depend  primarily  upon  growth  of  the  total  population.   More- 
over, with  prospects  of  a  continued  increase  in  consumer  income  and  less 
emphasis  on  low-price  foods,  maintaining  demand  at  or  above  the  present 
level  may  depend  upon  introduction  of  new  or  improved  processed  potato 
products . 

Marketing 

Changes  taking  place  in  marketing  in  recent  years  have  had  and  continue  to 
have  a  profound  effect  upon  the  potato  industry.   Retail  organizations  have 
integrated  and  expanded  their  operations  both  vertically  and  horizontally 
to  improve  their  position  in  the  food  industry  and  to  better  meet  the  needs 
of  mass  merchandising.   These  changes  have  brought  increased  demands  for 
larger  and  more  dependable  supplies. 
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One  of  the  most  noticeable  changes  has  been  the  decline  in  the  total  number 
of  grocery  stores  and  the  growth  of  larger  stores,  primarily  supermarkets, 
in  both  the  number  and  size.   In  the  period  from  1950  to  1962,  the  total 
number  of  grocery  stores  declined  about  45  percent--from  about  430,000  to 
236,000.   Of  the  236,000  grocery  stores,  approximately  27,000  were  super- 
markets having  annual  sales  of  $500,000  or  more.   These  larger  retail  units 
accounted  for  68  percent  of  the  total  grocery  sales  in  1962,   Total  retail 
food  sales  reached  $56.2  billion  that  year--more  than  double  the  1950  mark 
of  $27  billion. 

The  trend  toward  larger  and  fewer  food  stores  is  evidenced  by  an  increasing 
concentration  of  retail  food-distributing  firms.   The  independent  grocery 
store  has  given  way  to  large-scale  organizational  units.   Independent  food- 
store  operators  have  formed  cooperative  groups  to  operate  warehouses  on  a 
mutual  basis  or  have  joined  voluntary  groups  sponsored  by  wholesalers.   In 
either  case,  their  subsequent  operations  are  very  similar  to  those  of  cor- 
porate chains  except  that  individual  ownership  and  operation  of  the  retail 
outlets  are  retained. 

Affiliated  independents  have  thus  increased  their  buying  efficiency  to  the 
point  where  they  can  compete  effectively  with  large  corporate  chain  organi- 
zations.  In  1962,  cooperative  and  voluntary  chains  represented  49  percent 
of  total  food-store  sales.   Corporate  chainstores  having  11  or  more  units 
accounted  for  41  percent  of  grocery  sales  that  year. 

As  retail  units  have  increased  in  size,  they  have  incorporated  more  automa- 
tion in  their  operations;  brought  production  and  marketing  functions  together 
under  unified  management  and  control;  and  expanded  as  well  as  coordinated 
operations  such  as  processing,  packaging,  and  buying.   Through  coordinated 
buying,  many  retail  organizations  have  bypassed  terminal  markets  and  are 
obtaining  their  potatoes  directly  from  producing  areas.   Other  retail  organi- 
zations, such  as  voluntary  and  cooperative  groups,  are  affiliated  with  whole- 
salers who  can  supply  them,  with  a  sufficient  quantity  of  potatoes  meeting 
desired  specifications. 

Implications  to  the  Virginia  Industry 

The  developments  occurring  in  production,  utilization,  and  marketing  have 
had  an  important  bearing  upon  Virginia  potato  growers  as  well  as  those  in 
other  areas.   The  impact  of  the  developments  is  evidenced  by  the  continuing 
decline  in  the  number  of  farms  producing  potatoes.   In  this  transition, 
marginal  producers,  particularly  those  with  small  acreage  or  those  growing 
potatoes  as  a  sideline  enterprise,  have  been  forced  out  of  production  by 
increased  competition  or  have  turned  to  more  attractive  enterprises » 

Concentration  of  productive  acreage  into  the  hands  of  larger,  commercial 
growers  in  the  more  specialized  areas  is  expected  to  continue.   Yields  per 
acre  will  likely  continue  increasing,  but  may  be  at  a  much  slower  rate. 
Even  so,  year-to-year  variations,  perhaps  not  so  pronounced  as  in  the  past, 
are  expected  to  continue.   These  variations,  which  arise  primarily  from 
changes  in  acreages  and  yields,  are  dependent  upon  production  decisions  of 
growers  and  weather  conditions. 
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Fluctuations  in  grower  prices,  especially  in  the  lower  level,  in  the  past 
few  years  reflect  the  variations  in  production  and  the  general  tendency  of 
the  industry  to  produce  in  excess  of  market  requirements.   With  an  inelastic 
demand  existing  for  potatoes,  industry  members  can  expect  production  and 
marketing  of  quantities  exceeding  retail  market  requirements  to  continue  to 
result  in  unsatisfactory  prices  and  incomes. 

In  addition  to  the  industrywide  problem  of  sharply  fluctuating  prices  and 
incomes ,  Virginia  potato  growers  and  shippers  in  recent  years  have  been  con- 
fronted with  an  internal  problem  generated  by  many  growers  individually 
marketing  their  own  crops.   This  type  of  decentralized  marketing  makes  it 
increasingly  difficult  for  growers  and  shippers  to  make  available  potatoes 
of  consistently  uniform  qualities  in  sufficient  quantities  to  interest 
large-scale  buyers.   Consequently,  to  move  their  crop,  growers  acting  indi- 
vidually often  accept  prices  lower  than  justified  by  demand  and  supply 
conditions . 

The  trend  toward  fewer  but  larger  retail  food  stores  indicates  that  quality, 
quantity,  and  service  considerations  are  likely  to  become  more  important  in 
attracting  potato  buyers.   To  attract  the  large  volume  buyers,  growers  must 
produce  the  types  and  qualities  of  potatoes  required  and  shippers  must  pro- 
vide desired  quantities  and  marketing  services.   Growers  and  shippers  in 
highly  specialized  areas  can  do  this  most  effectively.   Therefore,  to  com- 
pete successfully  with  growers  in  those  areas  for  the  shrinking  number  of 
market  outlets,  will  require  closer  coordination  of  marketing  activities 
and  more  cooperation  amotig  Virginia  potato  industry  members. 

BUYER  PREFERENCES 

The  preceding  section  highlighted  major  developments  taking  place  in  produc- 
tion, utilization,  and  marketing  of  potatoes.   This  section  provides  infor- 
mation on  the  characteristics  of  new  early-summer  potatoes  and  shipping 
point  services  that  buyers  prefer. 

Potato  Characteristics 


Buyers'  preferences  for  potato  characteristics  of  grade,  size,  type  and 
variety  were  classified  by  type  of  buyer.  Table  1  shows  details  of  the 
responses . 

Grade 

The  majority  of  the  37  buyers  interviewed  preferred  U.S.  No.  1  grade  pota- 
toes.  However,  four  corporate  and  one  voluntary  buyer  stated  that  the 
tolerance  specifications  for  U.S.  No.  I's  were  too  broad.   They  preferred 
potatoes  well  within  the  tolerance  limits  of  that  grade.   This  is  som.etimas 
referred  to  by  members  of  the  trade  as  "Top  of  U.S.  No.  1." 

Type  and  Size 

Thirty-two  of  the  37  buyers  preferred  round  whites  over  long  whites.   Only 
four  corporate  and  one  voluntary  chain  buyer  desired  long  whites. 
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Table  1. --Buyers'  preferences  for  potato  characteristics  of  grade,  type,  and 

size,  1962 


Type  of  buyer 

Total 

Potato 
characteristics 

Chain 

Chipper 

Itinerant 

number 
of 

Corporate 

Cooperative 

Voluntary 

buyers 

Grade 


Number 


U.S.  No.  1 

8 

6 

4 

8 

9 

35 

U.S.  Fancy 

1 

- 

- 

- 

- 

1 

U.S.  Commercial 
Total 

~9 

T 

4 

9 

9 

-J. 
37 

Type 

Round  whites 

5 

6 

3 

9 

9 

32 

Long  whites 
Total 

4 
9 

6 

1 
4 

9 

9 

5 
37 

Size 

Minimum  size  of; 


2  inches 

2 

1 

2%  inches 

1 

2 

Minimum  and  maxi- 

mum size  of: 

17/8-4  inches 

- 

- 

2%  -  3%  inches 

1 

1 

2%  -  3%  inches 

2 

2 

12 
3 


5 
4 
4 


Size  A 


Other  size 

preferences  1/ 

Total 


_2 
9 


_2 
4 


_2 
9 


_6 
37 


_!/  Other  size  preferences  were  for  7  to  12  or  14  ounce  potatoes,  1  7/8  or 
2^- inch  minimum  size,  4- inch  maximum  size,  and  those  in  a  size  range  of  2%  to 
3  inches . 
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Buyers  expressed  their  size  preferences  in  terms  of  specific  minimum  size, 
both  a   minimum  and  maximum  size,  specific  size  classification,  and 
specific  weight  (ounce)  range. 

Potatoes  with  a  2-inch  minimum  diameter  were  the  most  popular  first  choice. 
Twelve  buyers,  including  6  itinerants  and  1  or  more  of  each  of  the  other 
types,  preferred  this  size.   Two  cooperative  buyers  and  one  corporate  buyer 
desired  2%-inch  minimum  size. 

Five  of  the  nine  chippers  expressed  preference  for  potatoes  ranging  in  size 
from  1  7/8  to  4  inches.  Seven  chainstore  buyers  and  one  itinerant  wanted  a 
size  range  of  2%  or  2%  to  3%  inches. 

One  corporate  chain  buyer  and  two  itinerants  preferred  size  A  potatoes.   To 
meet  this  classification,  potatoes  must  be  at  least  1  7/8  inches  in  diameter 
and  60  percent  or  more  must  be  2k,   inches  or  larger. 

The  remaining  chain  buyers  preferred  potatoes  in  a  weight  range  of  7  to  12 
or  14  ounces,  a  2^- inch  minimum  size,  or  in  a  2%-  to  3-inch  size  range. 
One  chipper  preferred  a  1  7/8  inch  minimum  size  potato  and  the  other  a  4- 
inch  maximum  size. 

Variety 

Thirty-two  of  the  35  buyers  responding  indicated  a  first  and  second  variety 
preference.   About  one-third  mentioned  three  varieties  and  a  few  indicated 
a  fourth  choice.   Because  of  their  number,  preferences  were  weighted  and 
ranked  according  to  choice. 

Pungo  and  Katahdin  were  the  most  popular  varieties  (table  2) .   Pungo  ranked 
as  the  first  and  Katahdin  as  the  second  preference  of  the  cooperative  chain 
and  itinerant  buyers.   Voluntary  chain  buyers  named  Katahdin,  along  with 
other  varieties,  as  their  first  preference,  and  Pungo  second.   Chippers 
preferred  Sebago  first  with  Pungo  second.   Other  varieties,  primarily 
California  White  Rose,  ranked  first  and  Sebago  second  with  corporate  chain 
buyers . 

Table  2. --Buyers'  preferences  for  potato  varieties,  1962 


Type 

of 

buyer  1/ 

Weighted 

Potato 
variety 

Chain 

rh 

ipper 

Itinerant 

rank, 
all 

Corporate 

Cooperative 

Voluntary 

buyers 

Rank 

Katahdin 

3 

2 

1 

3 

2 

2 

Pungo 

4 

1 

2 

2 

1 

1 

Sebago 

2 

3 

- 

1 

4 

4 

Others  2/ 

1 

4 

1 

4 

3 

3 

1/   Buyers  included  9  corporate,  5  cooperative,  4  voluntary,  8  chippers, 
and  9  itinerants. 

1/   California  White  Rose,  Irish  Cobbler,  Chippewa,  and  Kennebac. 


Shipping  Point  Services 

Buyers'  preferences  for  container  size  and  type  and  shipping  point  services 
of  washing  and  precooling  will  be  discussed  by  type  of  buyer  in  this  section, 

Container  Size 


Almost  two-thirds  of  the  buyers  wanted  more  than  one  size  container.   Their 
preferences,  like  variety  preferences,  were  weighted  and  ranked  according 
to  choice  (table  3)  , 

Only  potato  chippers  preferred  a  single  container  size.   They  desired  all 
100~pound  containers. 

All  chainstore  and  itinerant  buyers  preferred  the  10-pound  size  with  either 
50-  or  100-pound  containers  as  second  choice.   The  25-  and  5-pound  size 
ranked  fourth  or  fifth  with  these  buyers.   Most  buyers  specifying  more  than 
one  size  preferred  smaller  containers  for  consumer  packs  and  the  50-  and 
100-pound  sizes  for  shipping  units. 

Table  3. --Buyers'  preference  for  container  size,  1962 


Type  of  buyer  \l 

Weighted 

Container 
size 

Chain 

Chipper 

Itinerant 

rank, 
all 

Corporate 

Cooperative 

Voluntary 

buyers 

Rank 


5  lb. 

10  lb. 

25  lb. 

50  lb. 

100  lb. 


3 
1 
5 
2 
4 


2 
3 


4 
1 
3 


4 
1 
3 
5 
2 


5 
2 
4 
3 
1 


_1/  Included  9  corporate,  6  cooperative,  4  voluntary,  9  chipper,  and 
9  itinerant  buyers. 


Container  Type 

All  types  of  buyers  except  chippers  wanted  more  than  one  type  of  potato 
container  (table  4).   Chippers  preferred  burlap  bags  exclusively.   Itinerant 
and  all  but  one  chainstore  buyer  desired  burlap,  paper,  or  a  combination 
of  the  two.   One  corporate  chain  buyer  wanted  polyethylene  bags  and  cor- 
rugated paper  cartons. 
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Table  4. --Buyers'  preferences  for  type  of  potato  container,  1962 


Container 

Type  of  buyer 

Total 
number 

type 

Chain 

Chipper 

Itinerant 

of 

Corporate 

Cooperative 

Voluntary 

buyers 

Burlap  bag 

Paper  bag 

Burlap  and  paper  bag 

Other  1/ 

Total 


2 
4 
2 
1 


1 
2 
3 


Number 

1 
1 
2 


4 


2 
3 
4 


15 
10 
11 
_l 

37 


1/   Polyethylene  bags  and  corrugated  cartons. 

Washing  and  Precooling 

While  washing  of  potatoes  has  been  practiced  to  some  extent  in  Virginia  and 
other  producing  areas  for  many  years,  the  majority  of  the  buyers  interviewed, 
with  the  exception  of  corporate  chain  buyers,  desired  unwashed  potatoes 
(table  5),   Seven  of  the  nine  corporate  buyers  wanted  washed  potatoes.   One 
itinerant  buyer  wanted  an  equal  proportion  of  washed  and  unwashed. 

Over  one-half  of  all  chainstore  buyers  wanted  potatoes  precooled  at  shipping 
point;  7  of  the  8  corporate  chainstore  buyers  expressed  this  preference 
(table  5) .   One  corporate  and  one  cooperative  buyer  wanted  potatoes  cooled 
while  enroute  to  market  in  refrigerated  trucks. 

All  chippers  and  two-thirds  of  the  itinerant  buyers  preferred  uncooled  pota- 
toes.  Two  itinerant  buyers  wanted  potatoes  precooled  only  when  washed. 

Table  5. --Buyers'  preference  as  to  washing  and  precooling  potatoes,  at 

shipping  point,  1962 


Washing  and 
precooling 

Type  of  buyer 

Total 

Chain 

Chipper 

Itinerant 

number 
of 

preference 

Corporate 

Cooperative 

Voluntary 

buyers 

Washed 


Yes 

No 

Total 

Precooled 

Yes 

No 

Total 

7 

1 

9 


7 

_1 

8 


2 

_4 
6 


3 
_3 

6 


Number 

1 

3 

3 

6 

4 

9 

1 

. 

3 

8 

4 

8 

4 

_5 
9 


3 
_6 

9 


17 
20 

37 

14 
21 

35 
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Implications  to  the  Virginia  Industry 

Since  buyers  purchase  potatoes  to  meet  different  specifications,  potatoes 
meeting  the  requirements  of  one  type  of  buyer  do  not  necessarily  meet  those 
of  another.   Failure  of  growers  and  shippers  to  recognize  this  may  limit  the 
volume  of  potatoes  they  will  sell. 

Differences  in  buyer  requirements  are  most  apparent  when  comparing  those  of 
fresh-use  buyers  with  those  of  chippers  who  purchase  potatoes  for  processing, 
In  general,  fresh-use  potatoes  must  meet  more  rigid  size,  shape  and  other 
external  specifications  than  those  being  used  for  processing.   Potatoes  for 
fresh  use  must  be  free  from  external  defects  and  of  the  size  and  shape  to 
appeal  to  consumers.   This  explains  in  part  why  chainstore  potato  buyers  set 
more  stringent  external  specifications  than  do  chippers.   This  also  helps 
explain  why  a  higher  proportion  of  the  fresh-use  buyers  preferred  such  ship- 
ping-point services  as  washing  and  precooling  so  as  to  have  the  potatoes 
ready  for  sale. 

Size,  shape  and  appearance  factors  are  somewhat  less  important  to  potato 
chippers.   Their  primary  requirements  are  for  varieties  with  desired  solid 
contents,  color,  and  other  internal  characteristics  which  make  them  suitable 
for  processing.   They  can  use  sound  potatoes  of  odd  sizes  with  minor  defects 
if  they  are  of  desired  varieties  and  meet  internal  quality  specifications. 
Chippers  thus  provide  growers  and  shippers  with  an  outlet  for  sound  potatoes 
that  do  not  meet  external  specifications  for  fresh  market. 

The  preferences  expressed  by  the  different  types  of  potato  buyers  provide 
growers  and  shippers  with  a  better  insight  on  their  specific  needs.   To 
adequately  serve  these  different  types  of  buyers,  growers  and  shippers  must 
be  prepared  to  provide  potatoes  and  marketing  services  desired  by  each. 

BUYERS'  OPINIONS  OF  THE  VIRGINIA  POTATO  INDUSTRY 

Each  buyer  was  asked  to  give  his  opinion  of  how  the  Virginia  potato  industry 
compares  with  other  early-summer  supply  sources  on  factors  related  to  supply, 
preparation,  and  marketing  potatoes.   Buyers  who  rated  the  Virginia  potato 
industry  below  other  supply  sources  were  asked  to  give  their  reasons  for 
doing  so.   While  this  report  recognizes  that  these  are  personal  opinions  of 
individual  buyers,  they  do  serve  to  point  out  to  Virginia  growers  and  shippers 
what  others  report  as  the  strong  and  not-so-strong  aspects  of  their  industry 
program. 

Supply  and  Preparation  Factors 

We  asked  buyers  how  the  Virginia  potato  industry  compares  with  competing 
production  areas  with  respect  to  supply  and  preparation.   Their  ratings  of 
specific  factors  are  shown  in  table  6. 

Varieties  Available 


The  majority  of  all  buyers  responding,  except  chippers,  rated  Virginia  equal 
to  other  supply  sources  for  varieties  available.   One  voluntary  chain  buyer 
said  the  industry  was  better  than  other  suppliers  on  this  factor, 
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Six  chippers  along  with  five  chainstore.  and  two  itinerant  buyers  regarded  the 
Virginia  potato  industry  below  other  sources  of  supply  on  varieties  available. 
The  reason  most  frequently  given  was  that  Virginia  had  available  only  a 
limited  number  of  desirable  varieties.   Chippers  noted  that  they  needed 
potatoes  that  consistently  produce  good  chips.   This  indicates  that  Virginia 
growers  should  continue  to  search  for  new  varieties  in  addition  to  Pungo  and 
Irish  Cobbler. 

Adequacy  of  Supply 

Most  of  the  37  buyers  considered  the  Virginia  industry  equal  to  other  supply 
sources  with  respect  to  adequacy  of  supply.   Two  chippers  said  Virginia  was 
better  than  other  areas. 

One  corporate,  one  voluntary,  and  one  itinerant  buyer  stated  that  Virginia 
was  not  equal  to  other  sources  for  adequacy  of  supply.   They  indicated  that 
the  Virginia  industry  had  available  only  a  limited  supply  when  weather  con- 
ditions prevent  harvesting.   They  also  reported  that  fragmentary  selling 
practices  of  many  growers  impeded  an  orderly  flow  of  potatoes. 

Grading  Practices 

Twenty-two  of  the  37  buyers  considered  grading  practices  of  Virginia  potato 
growers  and  shippers  equal  to  those  in  other  supply  areas;  11  buyers  rated 
Virginia  not  equal  and  4  rated  it  better.   Of  the  11  buyers  who  considered 
grading  practices  of  Virginia  growers  and  shippers  not  equal  to  other  supply 
areas,  5  were  cooperative  buyers. 

The  grading  problems,  in  buyers'  opinions,  centered  around  the  maximum  toler- 
ance limits  permitted  for  each  grade.   Buyers  also  mentioned  that  Virginia 
industry  members  are  less  strict  than  others  on  removing  immature  and  dirty 
potatoes  or  those  having  grade  defects  and  feathery  characteristics. 

Sizing  Practices 

A  higher  proportion  of  the  buyers  rated  the  Virginia  industry  lower  on  sizing 
practices  than  on  any  other  factor.   Twelve  of  the  19  chainstore  and  3  of  the 
9  itinerant  buyers  regarded  the  potato-sizing  practices  in  Virginia  below 
those  of  other  supply  sources.   However,  all  chippers  responding  rated 
Virginia  equal  to  other  supply  sources  on  sizing  practices. 

The  most  frequently  mentioned  reasons  for  rating  Virginia  below  other  supply 
areas  on  sizing  practices  centered  on  the  inclusion  of  too  many  small  and 
large-size  potatoes  in  the  same  pack.   Buyers  stated  there  was  a  lack  of 
uniformity  in  sizing  practices,  that  the  minimum  inch  diameter  sice  was  too 
small,  and  that  there  was  a  failure  to  separate  baker  or  larger  size  potatoes, 

Some  buyers  stated  that  they  had  specific  needs  with  respect  to  minimum  and 
maximum  inch  diameter  size.   This  indicates  that  Virginia  growers  and  shipper; 
may  not  be  providing  buyers  with  the  size  potatoes  they  prefer.   Some  sales 
may  be  lost  because  of  this. 
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Size  and  Type  of  Container  Offered 

Although  buyers  were  asked  to  rate  containers  offered  by  the  Virginia  industry 
separately  as  to  size  and  type,  their  ratings  were  identical.   Thirty-four  of 
the  36  buyers  responding  regarded  the  size  and  type  of  container  offered  by 
Virginia  equal  to  those  from  other  supply  sources. 

Only  two  chainstore  buyers  considered  containers  offered  by  the  Virginia 
industry  not  as  good  as  those  offered  by  other  supply  sources.   These  buyers 
stated  that  5-  and  10-pound  sizes  were  more  readily  available  elsewhere. 

Table  6. --Buyers'  rating  of  Virginia  industry  compared  with  other  supply 
sources  on  supply  and  preparation  factors,  1962 


Buyers ' 
ratings  of  - 

Type 

of  buyer 

Total 

Chain 

Chipper 

Itinerant 

of 

Corporate 

Cooperative 

Voluntary 

buyers 

Number 

Varieties  available 

Better 

- 

- 

1 

- 

- 

1 

Equal 

6 

4 

3 

2 

.  7 

22 

Poorer 
Total 

3 
9 

2 
6 

4 

6 
8 

2 
9 

13 
36 

Adequacy  of  supply 
Better 

2 

2 

Equal 

8 

6 

3 

7 

8 

32 

Poorer 
Total 

1 
9 

6 

1 
4 

9 

1 
9 

3 
37 

Grading  practices 

Better 

- 

- 

- 

- 

4 

4 

Equal 

5 

1 

4 

8 

4 

22 

Poorer 
Total 

4 
9 

5 
6 

4 

1 
9 

1 
9 

11 
37 

Sizing  practices 

Better 

- 

- 

- 

- 

- 

0 

Equal 

3 

1 

3 

8 

6 

21 

Poorer       > 
Total 

6 
9 

5 
6 

1 

4 

8 

3 
9 

15 

36 

Size  and  type  of 

containers  offered 

Better 

- 

- 

- 

- 

- 

0 

Equal 

8 

5 

4 

8 

9 

34 

Poorer 
Total 

1 
9 

1 
6 

4 

8 

9 

2 

36 
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Marketing  Factors 

A  higher  proportion  of  the  buyers  regarded  Virginia  equal  to  other  supply 
sources  on  factors  related  directly  or  indirectly  to  marketing  potatoes  than 
on  factors  related  to  supply  or  preparation  (table  7) . 

Time  Required  to  Make  Delivery 

Buyers  rated  the  Virginia  industry  higher  on  time  required  to  make  delivery 
than  on  any  other  factor.   Eight  of  the  37  buyers  regarded  Virginia  as  better 
than  other  supply  sources  on  this  factor  and  28  as  equal.   The  corporate 
chain  buyer  who  rated  Virginia  less  than  equal  stated  that  potatoes  stay  on 
trucks  too  long  before  being  dispatched  to  market. 

Condition  of  Product  Arrival 

The  majority  of  the  buyers  responding  considered  potatoes  arriving  from 
Virginia  equal  in  condition  to  those  from  other  supply  sources.   Three  buyers 
regarded  the  Virginia  industry  better  and  five  as  not  equal  to  other  supply 
areas.   Reasons  advanced  by  these  five  buyers  included  shipment  of  immature, 
diseased,  and  insect- damaged  potatoes,  and  those  which  were  inclined  to 
break  down,  especially  when  wet. 

Meeting  Commitments  Specified  by  Buyers 

Almost  all  buyers  considered  the  Virginia  industry  equal  to  other  supply 
areas  on  meeting  commitments  requested  by  buyers.   One  itinerant  buyer  rated 
Virginia  better.   Two  chainstore  buyers  who  stated  Virginia  was  not  on  a  par 
with  other  supply  sources  indicated  some  individuals  did  not  appear  interested 
in  satisfying  buyer  specifications  when  new  practices  or  procedures  might  be 
involved.   Some  buyers  indicated  that  weather  conditions  often  make  it  diffi- 
cult for  individuals  within  the  industry  to  meet  their  commitments. 

Reputation  for  Quality 

All  chippers,  all  but  the  two  itinerants,  and  about  one-half  of  the  chain- 
store  buyers  responding  rated  the  Virginia  industry  equal  to  other  supply 
sources  on  reputation  for  quality.   Of  the  other  12  buyers,  3  rated  Virginia 
better  and  8  chainstore  buyers,  along  with  1  itinerant,  rated  the  industry 
below  other  supply  sources  on  this  factor.   Reasons  advanced  for  the  lower 
rating  were  concerned  with  quality  not  being  as  good  as  that  from  other 
supply  areas  and  failure  of  Virginia  potatoes  to  retain  their  quality. 
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Table  7. --Buyers'  rating  of  the  Virginia  industry  compared  with  other  supply 

sources  on  marketing  factors,  1962 


Type 

of  buyer 

Total 

Buyers ' 
rating  of  - 

Chain 

Chipper 

Itinerant 

number 
of 

Corporate 

C 

ooperative 

Voluntary 

buyers 

Number 

Time  required  to 

make  delivery 

Better 

2 

1 

1 

2 

2 

8 

Equal 

6 

5 

3 

7 

7 

28 

Poorer 
Total 

1 
9 

6 

4 

9 

9 

1 

37 

Condition  of  product 
on  arrival 
Better 
Equal 
Poorer 
Total 


1 

- 

- 

- 

2 

3 

4 

5 

3 

8 

6 

26 

3 

- 

1 

- 

1 

5 

8 

5 

4 

8 

9 

34 

Meeting  commitments 
specified  by  buyers 


Better 

- 

-" 

- 

- 

1 

1 

Equal 

8 

6 

3 

9 

8 

34 

Poorer 
Total 

1 
9 

6 

1 
4 

9 

9 

2 
37 

Reputation 
Better 

for  quality 

1 

1 

1 

3 

Equal 
Poorer 
Total 

4 
4 
8 

2 
3 

6 

2 

1 

4 

7 

7 

7 
1 
9 

22 
9 

34 

Impl 

ications 

to 

the 

Virg 

inia  Indus 

stry 

Buyers  rated  the  Virginia  industry  lowest  on  sizing  practices,  varieties 
available,  grading  practices,  and  reputation  for  quality.   The  Virginia 
industry  was  rated  highest  on  time  required'  to "make  delivery.   On  other 
factors,  Virginia  and  other  sources  were  rated  about  the  same. 

A  higher  proportion  of  chainstore  buyers  than  chippers  or  itinerants  rated 
the  Virginia  industry  below  that  of  their  other  supply  sources  on  the  10 
factors  considered.   More  chippers  rated  Virginia  as  equal  and  more  itiner- 
ants rated  the  industry  better  than  other  supply  sources  on  these  factors. 
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Buyers'  responses  to  our  questionnaire  indicate  that  Virginia  industry  mem- 
bers may  not  be  providing  the  potatoes  and  marketing  services  desired  by 
buyers  and  also  that  they  do  not  follow  a  well  organized  handling  and  market- 
ing program.   If  Virginia  potato  growers  and  shippers  are  to  improve  their 
image  and  their  competitive  position,  they  must  continue  to  improve  their 
marketing  practices,  giving  particular  attention  to  those  practices  con- 
sidered inferior  by  buyers. 

BUYER  PROCUREMENT  PRACTICES 

Twenty-two  of  the  34  buyers  responding  procured  all  their  new  Virginia 
potatoes  from  growers  and  shippers  or  from  brokers  or  agents  at  the  shipping 
point;  28  procured  over  one-half  (table  8) .   Chippers  and  itinerants  relied 
exclusively  upon  shipping-point  suppliers  for  their  potatoes.   Ten  of  the 
16  chainstore  buyers  obtained  the  bulk  of  their  potatoes  from  the  shipping 
point;  6,  from  terminal  market  suppliers. 

The  reasons  buyers  gave  for  procuring  all  or  the  bulk  of  their  Virginia 
potatoes  at  the  shipping  point  were  associated  with  quality,  supply,  and 
cost  considerations.   By  obtaining  potatoes  at  the  shipping  point,  buyers 
indicated  they  could  exercise  greater  control  over  time  of  harvest,  grading 
and  packing,  and  thus  could  better  control  the  quality  of  potatoes  purchased. 
They  further  stated  they  could  better  fulfill  their  requirements  at  the  ship- 
ping point  because  growers  and  shippers  were  in  better  position  to  provide 
them  with  information  on  local  production  and  supply  conditions.   Some  buyers 
mentioned  they  saved  time  and  money  by  buying  direct, 

Chainstore  buyers  who  obtained  the  bulk  of  their  new  Virginia  potatoes  at 
the  terminal  market  said  these  suppliers  could  provide  a  continuous  supply 
in  small  lots,  supply  desired  consumer-size  packs,  and  provide  storage  and 
other  services . 

Buyers  followed  approximately  the  same  practices  in  procuring  potatoes  from 
other  supply  sources  as  from  Virginia.   Twenty-six  of  the  34  buyers  respond- 
ing relied  upon  the  shipping  point  for  the  bulk  of  their  potatoes  from  other 
supply  sources  (table  8) ;  19  obtained  all  their  potatoes  there  (table  8) . 
Only  eight  chainstore  buyers  did  the  bulk  or  all  of  their  purchasing  from 
other  supply  sources  at  the  terminal  market. 

Implications  to  the  Virginia  Industry 

A  high  proportion  of  the  buyers  are  bypassing  terminal  market  suppliers  and 
obtaining  all  or  the  bulk  of  their  potatoes  at  the  shipping  point.   With 
expectations  for  a  continuing  trend  toward  direct  buying  at  the  shipping 
point,  growers  and  shippers  are  likely  to  find  they  will  be  dealing  more 
and  more  with  buyer  representatives  of  large  retailing  firms. 

To  attract  these  fewer  but  larger  volume  buyers,  Virginia  growers  must 
offer  potatoes  at  least  equal  to  those  of  their  competitors. 
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Table  8. --Buyers'  point  of  purchase  of  over  one-half  their  potato  supplies, 

by  supply  area  and  type  of  buyer,  1962 


Supply  area 
and 
point  of  purchase 


Type  of  buyer 


Chain 


Corpor- 
ate 


Cooper- 
at  ive 


Volun- 
tary 


Chip- 
per 


Itin- 
erant 


Total 
number 

of 
buyers 


Virginia 

Shipping  point 

Growers  and  shippers         4 
Brokers  or  agents  1 

Terminal  market 

Wholesalers  and  handlers     3 
Brokers  or  agents  _2 

Total  8 


Other  supply  areas 

Shipping  point 

Growers  and  shippers         4 
Brokers  or  agents  2 

Terminal  market 


_2 
5 


Number 


1 

1 


_1 
3 


1 

1 


1 
8 


2 

7 


15 
13 


3 
3 


34 


14 
12 


Wholesalers  and  handlers 
Brokers  or  agents 

Total 


2 

1 


1 
2 


_2 
4 


3 
5 


34 
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BUYERS'  SUGGESTIONS  FOR  BETTER  INDUSTRY  PROGRAM 


This  part  of  the  report  deals  with  changes  buyers  have  observed  within  the 
past  5  years  as  related  to  or  affecting  the  quality  of  potatoes  and  shipping- 
point  marketing  practices.   It  also  includes  suggestions  buyers  made  to 
Virginia  growers  and  shippers,  and  others,  for  strengthening  their  industry 
program. 

Changes  Observed 


Eighteen  buyers  noted  changes  in  varieties  and  additional  services  being 
performed  at  shipping-point  level.   All  buyers  responding  indicated  that  the 
changes  helped  improve  the  quality  of  Virginia  potatoes  (table  9) . 

Table  9. --Major  changes  which  have  helped  improve  the  quality  of  Virginia 

potatoes,  noted  by  18  buyers,  1962 


Changes  noted 


Times  mentioned  by  buyers 


Chain 
store 


Chipper 


Itinerant 


Total 


Change  in  varieties,  primarily 
from  Cobbler  to  Pungo 

Improved  grading  and  sizing 

More  precooling 

More  brushing 

Better  production  practices 

Total 


9 
3 
2 
2 
_1 
17 


4 
1 


J. 
4 


16 

4 

2 

2 

_2 

26 


Only  seven  chainstore  buyers  reported  observing  any  changes  relating  to  the 
quality  of  potatoes  received  from  other  supply  areas.   They  mentioned  an 
increased  effort  to  market  more  mature  and  uniform  quality  potatoes,  more 
rigid  quality  standards,  keeping  poorer  quality  off  market,  more  precooling, 
and  some  areas  adopting  State  seal  quality  programs.   Most  buyers  indicated 
these  changes,  like  the  changes  in  Virginia,  had  helped  improve  quality  of 
potatoes  marketed. 

Marketing  practice  changes  most  frequently  observed  by  26  buyers  in  Virginia 
were  in  the  washing  and  packaging  done  by  shipping-point  growers  and  shippers 
(table  10) ,   Several  buyers  reported  that  more  growers  and  shippers  were 
washing  potatoes  to  better  meet  their  demands.   They  also  indicated  that 
many  shipping-point  suppliers  now  offer  a  wider  variety  of  sizes  and  types 
of  potato  packs. 
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Table  10. --Changes  relating  to  shipping-point  marketing  practices  in  Virginia, 

noted  by  26  buyers,  1962 


Changes  noted 


More  washing 

More  packing  of  consumer-size 
bags 

More  50-pound  containers 
available 

More  paper  containers  offered 

More  dealers  and  seasonal 
agents 

More  interest  in  meeting 
buyer  demand 

More  direct  selling  by  growers 

Total 


Times  mentioned  by  buyers 


Chain 
store 


Chipper 


2 

2 


Itinerant 


16 


2 


10 


Total 


14 


2 
2 


1 
_1 
28 


Buyers  reported  observing  a  wider  variety  of  changes  relating  to  shipping- 
point  marketing  practices  in  other  supply  areas  than  in  Virginia  (table  11). 
Some  of  the  changes  mentioned  by  24  buyers  were  similar  to  those  mentioned 
for  Virginia.   Others  were  concerned  with  promotion,  storage,  specific  siizing 
programs,  and  use  of  master  containers  for  5-pound  and  10-pound  size  packs. 

Buyers  Suggestions 

All  chain  and  all  but  three  nonchain  buyers  interviewed  suggested  ways 
Virginia  growers  and  shippers  might  improve  their  marketing  practices «   One- 
half  of  the  suggestions  buyers  offered  were  directly  related  to  marketing; 
the  others  were  more  closely  associated  with  production  practices  and  prepa- 
ration for  market. 

The  suggestions  are  reported  in  table  12, 

Buyers'  suggestions  for  improving  marketing  practices  in  other  supply  areas 
were  similar  to  those  offered  for  Virginia  growers  and  shippers.   Six  chain- 
store  buyers  suggested  keeping  poorer  quality  off  market,  promoting  sales, 
continuing  to  improve  grading  practices,  and  stabilizing  prices. 
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Table  11. --Changes  relating  to  shipping-point  marketing  practices  in  other 

supply  areas  as  noted  by  24  buyers,  1962 


Changes  noted 


Times  mentioned  by  buyers 


Chain 
store 


Chipper 


Itinerant 


Total 


More  washing 

More  packing  of  consumer- 
size  bags 

More  promotion  -  advertising 

More  specific  sizes  available 
and  better  sizing  practices 

More  use  of  master  containers 
and  pallets 

Better  storage  facilities  to 
help  stabilize  market 

Some  use  of  point-of-sale  material 
and  State  seal  brands 


3 
3 


4 
3 


More  precooling  and  use  of 
polyethylene  bags 

More  growers  selling  direct 
and  better  infairmed  on 
price  and  market  conditions 

More  maturity  of  potatoes 

Total 


19 


J, 
9 


2 

_1 
29 


WAYS  TO  IMPROVE  MARKETING 

The  preceding  sections  suggest  the  need  for  Virginia  potato  growers  and 
shippers  to  adjust,  coordinate,  and,  in  many  instances,  eliminate  certain 
marketing  practices  to  strengthen  their  competitive  position.   Such  action 
appears  necessary  if  the  industry's  marketing  program  is  to  be  structured 
to  effectively  meet  the  accelerating  and  changing  needs  of  large-scale 
buyers. 
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Table  12 . --Suggestions  of  34  buyers  to  Virginia  potato  growers  and  shippers 
for  improving  their  marketing  practices,  1962 


Suggestions 


Times  mentioned  by  buyers 


Chain 
store 


Chipper 


-  Total 


Itinerant 


Production 


Develop  new  varieties 

Let  potatoes  mature  before 
harvesting 

Strive  for  chip  quality 
rather  than  high  yield 

Curtail  harvesting  under  sun- 
scald  conditions 

Reduce  Cobbler  and  increase 
Pungo  acreage 

Total 


2 
3 


2 
1 

1 
J, 

■5 


4 
2 
1 

-1 
16 


Preparation  for  market 

Follow  more  strict  grading 

and  sizing  practices 
Use  master  containers  for 

10-pound  bags 
Perform  more  washing  and 

precooling 
Pack  more  mixed  loads  of  5-, 

10-,  25-pound  bags 
Reduce  field  heat  from 

potatoes  without  causing 

them  to  "sweat" 

Total 


6 
4 
2 
2 


15 


0 


6 

4 
2 
2 

_1 

15 


Marketing 

Stabilize  prices  4 

Balance  harvest  with  orders  4 
Do  more  advertising  and  promotion    4 

Keep  poorer  quality  off  market  3 

Eliminate  consignment  sales  0 
Have  better  communications 

within  industry  1 
Reduce  time  potatoes  stay  on 

trucks  before  moving  to  market  2 
Encourage  more  cooperation  at 

local  level  __2 

Total  J^ 

Total  38 


4 
3 

1 
2 


_0 
6 


_2 

11 
18 


8 
7 

4 
4 
2 

2 

2 

__2 
31 
62 
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In  considering  ways  to  improve  their  situation,  Virginia  growers  and 
shippers  should  give  attention  to  marketing  contracts,  marketing  agreements 
and  orders,  cooperative  marketing,  and  joint  sales  programs.   The  following 
brief  discussions  of  these  approaches  are  intended  to  serve  as  points  of 
reference  in  developing  courses  of  action  designed  to  alleviate  present 
marketing  problems.   A  more  detailed  discussion  will  be  included  in  a  later 
report . 

Marketing  Contracts 

A  marketing  contract  is  an  agreement  between  the  contractor  and  grower  in 
which  the  conditions  affecting  both  parties  are  specified.   Such  contracts 
have  been  used  infrequently  in  the  Virginia  potato  industry.   They  are 
used  more  frequently  in  States  producing  potatoes  where  more  storage  is 
performed . 

In  a  marketing  contract,  the  grower  agrees  to  deliver  all  or  a  portion  of 
his  crop  to  the  contractor  on  specified  terms.   Such  a  contract  assures  the 
grower  of  an  outlet  for  his  crop, and  assures  the  marketing  organization  of 
a  specific  volume. 

Marketing  contracts  offer  Virginia  growers  and  shippers  a  way  of  overcoming 
some  of  their  difficulties.  It  is  also  a  device  growers  and  shippers  should 
consider  to  obtain  an  assured  volume  of  potatoes  if  they  establish  a  market- 
ing cooperative  or  a  joint  sales  agency. 

Marketing  Agreements  and  Orders 

Marketing  agreements  and  orders,  as  authorized  under  the  Agricultural 
Marketing  Act  of  1937,  as  amended,  seek  to  establish  and  maintain  orderly 
marketing  conditions  for  a  part  or  all  of  the  domestic  production  of  a  com- 
modity.  Basically,  they  are  self-help  programs  and  may  be  issued  only  when 
proper  administrative  procedure  is  followed  and  after  a  favorable  vote  by 
industry  members.   When  a  marketing  order  is  issued,  it  becomes  binding 
upon  all  producers  and  handlers  of  the  commodity  in  the  designated  area.   A 
marketing  agreement  affects  only  those  who  sign  it.   Most  programs  for  pota- 
toes are  under  both  marketing  agreements  and  orders. 

In  summary.  Federal  marketing  agreement  or  order  programs  are  available  to 
potato  growers  and  handlers  in  any  commercial  area.   For  successful  opera- 
tion, they  require  full  support  from  industry  members.   The  provisions  most 
widely  used  for  potatoes  under  Federal  programs  include  regulation  of  quality 
and  pack.   Potato  growers  operating  under  Federal  marketing  agreements  and 
orders  generally  agree  that  these  regulations  help  improve  the  quality  of 
potatoes  marketed. 

If  a  State  has  legislation  permitting  marketing  agreements  and  orders,  the 
provisions  covering  grade  and  pack,  as  well  as  other  provisions  included 
under  Federal  programs,  may  be  adopted.   In  Virginia,  however,  legislation 
must  first  be  enacted  to  permit  a  State  marketing  agreement  and  order 
program. 
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Marketing  Cooperatives 

Potato  marketing  cooperatives  are  not  new  to  Eastern  Shore  of  Virginia 
growers  and  shippers.   In  fact,  the  Eastern  Shore  of  Virginia  Produce 
Exchange,  Inc.,  with  headquarters  at  Onley,  Va . ,  was  the  first  cooperative 
in  the  United  States  to  market  potatoes.   It  was  organized  in  1899,  incor- 
porated in  1900,  and  continued  in  existence  until  1950, 

An  agricultural  marketing  cooperative  is  a  business  organization  owned  and 
controlled  by  producer  members.   It,  like  any  other  type  of  business  organi- 
zation, is  established  to  perform  certain  functions.   Such  functions  may  be 
to  collect  members'  produce  for  sale,  grade,  assemble  or  package,  or  per- 
form others  incidental  to  handling  or  marketing.   In  short,  the  chief  aim 
of  a  marketing  cooperative  is  to  help  its  members  promote  their  own  economic 
well-being  by  marketing  farm  products  efficiently  and  effectivelyo 

Cooperatives  have  been  and  continue  to  be  important  organizations  in  develop- 
ing and  promoting  practices  fundamental  to  good  marketing.   In  many  potato 
producing  areas,  they  help  achieve  production  of  better  quality,  grade 
standardization,  stabilization  of  prices,  and  more  effective  advertising, 
promotion  and  selling  programs. 

Joint  Sales  Program 

A  joint  sales  program  through  which  a  grower-shipper  consolidates  his  sales 
with  others  may  be  developed  for  several  purposes.   Chief  among  these  may  be 
to  promote  more  orderly  marketing  by  providing  a  more  even  flow  of  produce 
to  market,  to  reduce  selling  costs  by  handling  larger  volumes,  and  to  achieve 
higher  total  sales  value  for  production.   A  joint  or  consolidated  sales 
activity  provides  benefits  to  members  that  they  could  not  realize  from  indi- 
vidual efforts. 

To  avoid  legal  problems,  the  membership  of  a  joint  or  consolidated  sales 
program  organized  on  a  cooperative  basis  must  be  made  up  of  agricultural 
producers.   In  such  a  grower-orientated  sales  program,  the  grower  retains 
ownership  and  control  over  his  product.   A  consolidated  sales  program 
involving  shippers  whose  operations  do  not  qualify  them  as  agricultural 
producers  may  encounter  some  legal  difficulties  with  antitrust  statutes. 
In  Virginia,  however,  many  shippers  are  also  growers;  therefore,  this  may 
not  present  any  problem.   But  competent  legal  counsel  should  be  sought 
before  any  type  of  joint  activity  is  undertaken. 
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